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A NATIONAL STRATEGY FOR WINNING 
THE MARRIAGE BATTLE 

Marriage will be won or lost in the United: States in the next two to three years 
and victory or defeat in (he United States will depend primarily on adequate 
resources. From a political angle, this strategy requires defeating the pro-gay 
Obama agenda: a pro-marriage President must be elected in 2012. 1 

In less than two years since its creation, the National Organization, for Marriage 
(NOM) has stopped New Jersey from enacting same-sex marriage (thus far), put 
Proposition 8 on the California ballot in 2008 and contributed to its passage, and 
invested substantial resources to stop gay marriage in New York. From January 
1, 2009 to June 15, 2009, NOM has grown from a donor base of 8,000 to 30,000 
and its active constituency has increased from. 50,000 to 400,000 (The goal is 
50,000 donors and 2,000,000 activists by the end of 2010.) During this time, NOM 
has raised $3.5.million and the American Principles Project (APP) (described in 
more detail below), has raised $500,000. 

in the United States, we've demonstrated a key fact: with adequate resources, we 
can win the battle for hearts and minds on the marriage issue and then use what 
we've learned about winning this battle to launch a global movement to protect 
marriage. 

To win marriage, NOM plans to raise an additional $20 million between July 1, 
2009 and the November 2010 elections. 



THE STAKES 

Marriage is a cornerstone of every known civilization. High rates of family 
fragmentation drive enormous public costs. 2 An antifamily culture affects 
economic performance, expands the regulatory and taxing powers of 
government, and threatens the family businesses that generate economic growth 
and prosperity. 
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Gay marriage is the tip o"f the spear, the weapon that will be and is being used to 
marginalize and repress Christianity and the Church.? What does the gay 
marriage idea mean once government adopts it? It means faith communities that 
promote traditional families should be treated in law and culture like racists. It 
means that the authority of parents to transmit moral values to children will be 
eroded. 



CAN WE WIN? ■ 

The current state of despair over the future of marriage is manufactured, a 
weapon in our opponents' hand. Our U.S. experience is that victory is possible, 
even likely, provided we haVe the resources to fight this battle. (This is why gay 
marriage advocates have focused relentlessly on harassing and mtimidating local . 
donors, trying to cut off the debate by limiting, resources/ and why one key 
advantage we now have is the capacity to protect the identity of our donors .) 

The National Organization for Marriage (NOM) and our allies have won key 
victories both in courts, of law and at the ballot box. 5 

Gay marriage has lost 30 out of 30 times when put to voters —not only in 
culturally and politically conservative states like Louisiana (78 to 22 percent) and 
Alabama (81 to 19 percent) but also in progressive, liberal states like Wisconsin 
(59 to 41 percent) and Oregon (57 to 43 percent). 

Just this past November in California, one of the most liberal states in the U.S., 
the majority again rejected gay marriage, as did voters in Florida (62 percent to 
38 percent) and Arizona (56 to 44 percent). 

The latest Gallup poll shows that, more than six years after gay marriage first 
became a national issue, most Americans continue to oppose gay marriage (57 
percent to 40 percent). By a margin of four to one, more Americans believe gay 
marriage will hurt our society (48 percent) than make society better.off (13 
percent). 6 
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The latest CBS News/NYT poll shows a sharp drop in the proportion of 
Americans who support gay marriage, from 42 percent in April to 33 percent 
today. 7 . 

Despite several recent high-profile court victories, the majority of U.S. courts 
have rejected the idea that gay marriage is a constitutional right, including the 
high courts of New York (2006), Washington State (2006), New Jersey (2006) and 
Maryland (2007). We contributed by organizing highly respected scholars to sign 
onto amicus briefs supporting, marriage in each of these cases. 8 ® 

We have learned much about how to win the marriage battle. What we need now 
is to find the resources to prosecute and expand this strategy to win marriage in 
the U.S., and to expand it into a global movement. 
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MARRIAGE: A STRATEGY FOR VICTORY 

Our goal is to use a victory in the U.S. to launch a global movement to reverse 
the tide On cultural and legal respect for core family values like marriage.. 

Our strategy for. victory is four-pronged: 



1. Fall 2009: Stopping Gay Marriage in New York and 
New Jersey, and Beginning to Roll Back Gay Marriage 
Elsewhere 

Prevent gay marriage from being. enacted in New Jersey and New York, nullify 
the legislature-enacted gay marriage bill in Maine, and begin to roll back gay 
marriage where it has been imposed by courts or legislatures. 

New Jersey 

Early polls for the November 2009 New Jersey gubernatorial race show the pro- 
marriage Republican candidate leading the pro-gay marriage Democratic 
incumbent.by a Wide margin (15% or more). It appears likely the incumbent will 
make'marriage a top election issue, and a Republican victory is necessary but not 
sufficient for stopping gay marriage in New Jersey. Even if the Republican wins 
and more so, it is expected the Democrat-controlled legislature will attempt to 
pass gay marriage during the iame duck session (after the election and before the 
new governor takes office). Killing the bill in the Senate is our best hope for the 
defeat of SSM in New Jersey— and funding this fight immediately is urgent 
because a possible vote is only a few short months away. We will launch an 
integrated direct mail, automated calling, e-mail outreach and media effort 
focusing on ten key Senate districts. Schubert Elint Public Affairs will manage 
the New Jersey effort and create at least one New Jersey specific television and 
radio commercial for this effort. 
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New? York 

In June, whence learned of backdoor efforts to push gay marriage through the 
legislatures NOM quickly raised $600,000, ran radio and TVads, and also used 
robocall technology to generate more than 25,000 phone calls into 25 key state 
senate districts. NOM's efforts helped interrupt the plan to pass gay marriage 
quickly and quietly, before voters could object. The collapse of the leadership 
coalition (two Democrats switched briefly to the GOP, switching control of the 
chamber, before jumping back to the Democrat folds) ended hopes for passing 
gay marriage this summer. 

We will keep the pressure on, focusing on building a reserve fund to. generate 
phone calls when and as gay marriage comes up for a vote. 

NOM has also pledged to raise $500,000 for our state marriage PAC and use it to 
fund a primary challenge to any GOP senator who votes for gay marriage 
(holding GOP votes as Tim Gill's money flows into the state is key to success). 
We are developing our small donor lists. NOM's direct donations to our 
Marriage PAC are limited by state law to $5000 so we are not requesting money 
for the PAC in this proposal. Local GOP leaders' decision to promote one of the 
few GOP assemblymen who voted for gay marriage to run in a special election 
for Congress in the23rd District is also on the radar screen of our federal PAC. 



Maine 

Maine is strategically important because it presents the only opportunity in 2009 
to use a ballot measure to nullify a legislatively-enacted same-sex marriage law 
passed this spring and thus 5 demonstrate— contrary to what the national press 
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would have us believe— that once again, when the people are allowed to decide, 
they support traditional marriage (April 2009 polls showed 49.5 % of the people 
of Maine favor traditional marriage. This number is possibly now higher, as the 
polls were taken before the legislature passed the gay marriage law thus 
angering the people, and also, because polls have historically understated the 
traditional marriage position— some people just don't want to tell a pollster they 
are for traditional marriage). NOM has helped create and manage the 
StendforMarriageMaine.com referendum committee and is pleased to report that 
we have submitted nearly twice the signatures necessary to put the "people's 
veto" measure on the November 2009 ballot. Schubert Flint Public Affairs, who 
managed the successful Proposition 8. campaign, is managing the Maine, 
campaign. , We are working closely with the Catholic Church and Bishop Malone 
of Portland. NOM Executive Director Brian Brown serves on the Executive 
Committee of the Maine Campaign alongside Marc Mutty, the Catholic Church's 
Director of Public Affairs. The seed money that NOM initially provided has 
encouraged Bishop Malone to lead the fundraisrng effort— to date he has raised 
$150,000 and more than matched our initial funding. 

A victory in 2009 in Maine is critical to stopping the momentum of the same-sex 
marriage movement in the Northeast. The total budget for Maine is $3.5 million. 
We cannot designate any money given to NOM to the Maine effort because of 
disclosure requirements. But we do plan to contribute a total of $1 million to the 
campaign. 



Roll Back Judicial and Legislative Enactment of Gay Marriage 

Beginning in 2009 and through 2012, roll back same-sex marriage where it has 
been imposed by courts or enacted by legislatures (Massachusetts, Connecticut, 
Vermont, New Hampshire, Maine and Iowa). 

Oi these six states, New Hampshire and Iowa are the two states that have direct 
implications for the 2012 presidential elections, and they also happen to be the 
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states with the greatest possibility of rolling back same-sex marriage. For these 
reasons, priority will be given to these two states; should opportunities develop 
in Connecticut Vermont and Massachusetts' as momentum builds in our favor, 
these will be explored. More on New Hampshire and Iowa below. 



2. Going on Offense 

The Pennsylvania and Beyond Project 

One of the strategic challenges MOM has faced is that we are playing on our 
opponent's home turf: fighting back efforts to impose gay marriage and striving 
to protect religious liberty in blue states. 

We have managed to expand donor and activists base rapidly in spite of the fact 
our core activities have been in liberal states. But a strategic goal of NOM is to 
break out of this cycle, building the organization, expanding our donor base, and 
energizing our grassroots by pushing fqr marriage amendments in red and 
purple states, including Pennsylvania, North Carolina and Indiana. 

Local pro-marriage groups in states like Pennsylvania have relied on diffuse 
public opinion rather than sophisticated political organizing to push marriage 
amendments in these states. To add political muscle to our movement, NOM 
works with local groups while using sophisticated technology to reach out to 
voters, supplemented by persuasive radio, TV, and internet advertising to (a) 
identify the marriage voters for future electoral purposes, (b) generate phone 
calls to legislators from constituents, and (c) fundraise. In North Carolina, we 
will use a marriage amendment to identify our voters throughout the state, not 
only to push a marriage amendment, but to permit us to turn out our voters for 
the judicial elections there in 2010. 
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Two Million for Marriage 

The goal of the Two Million for Marriage effort is to use the Obama 
administration's priority of the repeal pf DOMA to rally a nationwide donor and 
activist base, recruiting two million activists and 50,000 donors by the election of 
2010. We have already launched a $2 million e-mail, direct mail^ and automated 
call campaign and have gained nearly 500,000 activists and roughly 15,000 new 
donors in our first few months of this effort. Senator Rick Santorum has served 
as the face of this effort through e-mail and direct mail. Senator Santorum has 
recently agreed to use his voice in a nationwide automated call effort to solicit 
activists and donations. An additional $2 million will allow us to reach our goal 
of two million activists and an additional 25,000 donors by March of 2010— well 
before our' own timetable of the election of 2010. 



SP^-JS 






3. Nationalize the Issue in the Context of the Next 
U.S. Presidential Election, 

Marriage needs' to be a national (and ultimately international) effort, not just a 
local or regional issue; If marriage is going to be preserved as between a man and 
a woman in the United States, two things must happen: the pro-gay agenda of 
President Obama must be defeated in 2012, and it must be replaced by one that 
expressly articulates a pro-marriage culture.' For this to happen, we count on 
three things: 
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Iowa, New Hampshire Projects, and the State Emergency Reserve 
Fund 

New Hampshire and Iowa are the two states that lead off the U.S. presidential 
primaries. Presidential campaigns are launched immediately after the mid-term 
(2010) elections. We expect the effort to take back these legislatures will take us 
beyond the 2010 election and into 2012. However, by making marriage ah issue 
in the 2010 election in these states, we expect to force presidential contenders to 
deal with the issue, and since we know these are. generally pro-marriage states, 
we anticipate pro-marriage candidates to do well and thus influence the U.S. 
presidential, races in 2012. 

Iowa. We are in the process of hiring a full-time political organizer to identify 
key races in Iowa, begin candidate recruitment, and to manage bur overall efforts 
in Iowa. We know that there are key opportunities in Iowa, and have been 
working closely with Congressman Steve King to lay out a plan to flip the Iowa 
legislature. This money will be used to hire a full-time employee, set-up and 
administer an office, and. to deal with the legal obligations in creating and 
administering a state political action committee. 






mm 
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New Hampshire. Passage of same-sex marriage in New Hampshire has 
brought Democratic Governor John Lynch's election numbers down to the 
lowest point in his entire term. We are working With Republican Party chairman 
and former Governor John Stinunu to implement a plan to defeat Governor - 
Lynch and flip both houses of the legislature. We have already helped defeat 
one pro-same sex marriage candidate in a special election. We are targeting 100 
House districts and 10 Senate districts. The overall budget for our part of this 
effort is $2 million— $1 million to defeat Lynch and $1 million to flip the 
legislature. Most of this money will be spent in 2010, but we have budgeted 
$300,000 to continue our successful "Lynch Lied" radio and television campaign 
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targeting Lynch as well as our successful automated calling voter ID and 
donation program, through the rest o£ 2009. 

i :J$m Bullbe&br Se^ampf nlre: 501(b)(4) u.... $2,000,000 ; 



State Emergency Reserve Fund. We have to be ready for a decisive, rapid 
and effective response in whatever states gay marriage advocates decide to act to 
push gay marriage. Such a state emergency fund will also act as a 
discouragement to politicians tempted by their base to push this divisive issue on 
their constituents. 

Given the threats of inumidation to donors who support marriage in California 
and nationwide, we face a serious hurdle in getting state, ballot initiatives and 
candidate campaigns funded because donors must be disclosed. However, if 
NOM makes a contribution from its own resources that are not specifically 
. designated for one of these efforts donor identities are NOT disclosed. Given 
that a ballot initiative is likely to be on the ballot to overturn Proposition 8 in 
2010, that Maine may require additional funding, that both Iowa and New 
Hampshire require disclosure of donors for political activity —it is critical that we . 
have a reserve fund to give to these efforts to ensure victory and protect donor 
identity. Our goal is to raise $300>000 for this reserve fund in 2009, and $2.7 
million in 2010 before the 2010 elections. 



Federal Marriage Political Action Committee 

As we build assets in specific states (identifying marriage voters, activists and 
small donors) we want to direct these assets to electing pro-marriage legislators 
in Congress. A Federal Marriage Political Action Committee (PAC) will help us 
block the repeal of the Defense of Marriage Act, influence Supreme Court 
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nominations/ and promote a federal marriage amendment. We will be launching 
a federal PAC in the fali of 2009, 

Building a network of regional political directors will help us identify and recruit 
candidates. Politically significant states (besides New Hampshire and Iowa) in 
Senate and presidential politics include: South Carolina, Florida, Ohio, 
Minnesota, Indiana, Pennsylvania, Nevada, Connecticut, New Mexico, Nevada, 
Colorado, and Michigan. 

Because of NOM's unique structure, we can spend unlimited funds through our 
501(c)(4) toward promoting the PAC to our current (nearly 30,000) financial 
supporters. Our 501(c)(4) can bear the costs of the electioneering, without 
identifying donors. 



M ... 



!&§«@ss;§lk^™ c *(4|: , ,.*...*..^i,(^0,|jQj|j[ 



The American Principles Project 

Expose Obama as a social radical. Develop side issues to weaken pro-gay 
marriage political leaders and parties and develop an activist base of socially 
• conservative voters. Raise such issues as pornography, protection of children, 
and the need to oppose all efforts to weaken religious liberty at the federal level 
This is the mission of the American Principles Project 
(www.americanprmciplesproject.corh) . 

The monthly operating budget for American Principles Project is approximately 
$50,000. APP is currently developing a comprehensive blog to cover all issues 
that impinge on founding principles, is operating on Facebook and Twitter, and 
has several social networks for professors and students in the formative stages. 
In addition, APP has launched a project to contact Congress on keeping the 
Guantanamo prison open and in opposing the appointment of Kevin Jennings to 
the Safe Schools position at the Department of Education We plan two 
comprehensive projects for the next six months that require separate funding. 



Confidential 



13 



National Strategy for Winning the Marriage Battle 



The Preserve innocence. Project will monitor all administration initiatives from 
the White House, Department of Justice,. Education Department, and the Health 
arid Human Services Department that affect the welfare of children. We will put 
a special focus on exposing those administration programs that have the effect of 
sexualizing young children. We will provide a weekly update to Congress, to 
conservative leaders and to the national media on personnel or policy threats to 
.childhood innocence. We will work with Congress to develop appropriate 
legislation to reverse current Department of Education policies that use the Safe 
Schools program to foist de facto sex education on children as young as 
kindergarten age. The cost for promotingtrus program is $150,000. 

There is an opportunity to develop a strong Hispanic voice for foundational 
American principles. Hispanics are socially conservative and economically 
entrepreneurial. The conservative movement has done little to forge close ties 
with a community that may soon become the single most pivotal voting bloc in 
national elections. The APP project will develop young Hispanic spokesmen for 
traditional values. We will establish an internet home for Hispanics who want to 
participate actively in developing arguments to their community on behalf of 
core principles. We anticipate this project to be self-funding from new financial 
sources within nine months of its inception. Personnel and start-up/operating 
costs will be $150,000. 



4. Cultural Strategies 

Grassroots activism which can generate real political impact is an important 
"missing ingredient^ among social conservatives generally and on the marriage 
issue particularly. Building such a capacity is a key part of NOM's strategy for 
victory. 
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But to win the marriage debate will require more: innovative cultural strategies 
to hold and expand our base of committed marriage supporters —especially 
among influential elites and the next generation. 

NOM's cultural strategy has a special focus on the next generation. We 
understand that the transmission of basic moral values across generations 
involves more than rational argument, especially in an age where the market; 
academia, media and Hollywood conspire to present intellectually shallow but 
emotionally appealing arguments and images for gay marriage. 

Values and character are transmitted through the related processes of emotional 
engagement and identity formation, as Well as rational argument. People ask not 
only, "What do I cognitively believe about right and wrong?", but also "Whom 
do I aspire to be like?" What and who makes me feel good about the Good? 

Reason influences emotional commitments, but emotional commitments give rise 
to rationalizations as well. People avoid adopting views that strike them as 
painful and are attracted to adopting reasons for views that provide emotional 
satisfaction. 

We also recognize that reason influences people not only directly (though the 
power of argument), but indirectly, through the social prestige attached to 
intelligence and to intellectual elites. The good and the true and the beautiful 
each have their power> and that power is greatest and most persuasive when 
they are made mutually reinforcing. 

NOM's ambitious cultural strategies projects aims at influencing sustaining, 
reinforcing and expanding these basic processes implicated in character 
formation, with special attention to identity and emotional impact. We are 
looking for a new set of messengers and a new, more emotionally powerful set of 
messages on the marriage issue: Whom will I hurt if I abandon marriage? For 
whom am I standing in standing for marriage? 

Here's the bottom line: Hollywood with, its cultural biases is far bigger than we 
can hope to be. We recognize this. But we also recognize the opportunity— the 
disproportionate potential impact of proactively seeking to gather and connect a 
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community of artists, athletes, writers, beauty queens and other glamorous non- 
cognitive elites across national boundaries, (This is applying the Witherspbon 
and LAV model to non-intellectual elites,.) When people arfe isolated they are 
silent and ineffectual; in community they gather courage and also give courage 
(by being visible to others). Precisely because Hollywood is currently so 
massively biased, there is an opportunity for a small counterculrural community 
to have a disproportionate cultural impact. 

When Carrie Prejean first burst on the national scene, the Miss California USA 
organization responded by cutting ah ad featuring beauty pageant queens who 
were for gay marriage. This effort fell completely flat: nobody noticed because 
no one was surprised. All the beautiful people are supposed to be for gay 
marriage. One Carrie Prejean had an enormous, disproportionate effect on the 
national debate (at least temporarily) because she interrupted Hollywood's 
monopoly, its false cultural assertion that youth + beauty = support for 
redefining marriage. See Maggie Gallagher, "The Carrie Effect" National Review, 
August 10, 2009. 



The Latino Project: A Pan-American Strategy 

The Latino vote in America is a key swing vote, and will be so even more so in 
the future because of demographic growth. Will the process of assimilation to the 
dominant Anglo culture lead Hispanies to abandon traditional family values? 
We can interrupt this process of assimilation by making support for marriage a 
key badge of Latino identity. 

We aim to identify young Latino and Latina leaders, especially artists, actors, 
musicians, athletes, writers, and other celebrities willing to stand for marriage, 
regardless of national boundaries. (For example: Eduardo Verastegui, the young 
actor who starred in Bella, has come to us offering to be a major spokesperson on 
marriage; we have also met with a former Miss Mexico in preliminary work on 
this project.) Here's our insight: The number of "glamorous" people willing to 
buck the powerful forces to speak for marriage may be small in any one country. 
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But by searching for these leaders across national boundaries we will assemble a 
community of next generation Latino leaders that Hispanics and other next 
generation elites in this country can aspire to be like. (As "ethnic rebels" such 
spokespeople will also have an appeal across racial lines, especially to young 
urb&ns in America). 

Withthe help of Schubert Flint Public Affairs, we will develop Spanish language 
radio and TV ads, as well as pamphlets, YouTube videos, and church handouts 
and popular songs. Our ultimate goal is to make opposition to gay marriage an 
identity marker, a badge of youth rebellion to conformist assimilation to the bad 
side of "Anglo" culture. 
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f Hispanic outreach coordinator 

;" [$75k-p[iis benefits' '(total $90k/yea'r)x 2 years]: ....„, •;: .....■:„;........ $180,000; 

• Travel budget for coordinator [$35k/yearx 2 yearsj: .'...:. f $70,000 

* Radio and TV ad development (Schubert Flint) [$4oWyearx 2 years)" $80,000 
Radio and TV ad production l$50k/year x 2 years]: w $100,000 




; Phone outreach (robocallmg) to Latino zip codes [$100k x 2 years]; $200,000 
f Direct rpaii and email outreach [$100k x 2 years]: .... „ .\ $2QQ,000 
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The Next Generation Leaders Project 

By conducting student conferences, speakers and. debates, we aim to find, train, 
and equip young leaders on the marriage issue at Ivy League and equivalent 
universities. NOM has launched the Ruth Institute for this purpose and is 
working with the Love and Fidelity Network to replicate the success of the 
Anscombe Model on the Princeton Campus at other Ivy League schools. 

The Ruth Institute, an arm of NOM headed by Dr. Jennifer Roback Morse, will 
sponsor two to three next generation leaders training sessions on marriage each 
year. (The first such prototype conference was held August 6 in San Diego.) 

Love and Fidelity Network, centered at Princeton, is building a network of 
chastity-supportive: organizations at Ivy League colleges. The centerpiece of 
LFN's networks is an annual student conference that draws 200 to 300 leaders 
from Ivy League and equivalent universities. NOM will "piggyback" on these 
existing conferences (and search for other similar venues) to identify, train, and 
equip next generation leaders on marriage, including media training. 

But in keeping with the aims of the Cultural Strategies Project we will not 
confine our mission to attract and cultivate a community of cognitive elites alone. 
Through the Love and Fidelity Film Festival and YouTube and Song contest, we 
will seek to identify a next generation of elites capable of creating pro-marriage 
culture more broadly construed. 
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"Not A Civil Right" Project 

The majority of African- Americans, like the majority of Americans, oppose gay 
marriage, but Democratic power bosses are increasingly inclined to privilege the 
concerns of gay rights groups over the value's of African- Americans. A strategic 
goal of this project is to amplify the voice and the power of black Americans 
within the Democratic Party. We aim to find, equip, energize and connect 
African- American spokespeople for marriage; to develop a media campaign 
around their objections to gay marriage as a civil right No politician wants to . 
take up and push an issue that splits the base of the party. 
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/ Media buys/ direct outreach 

1 (targeted radio/TV ads and robocallihg [in black neighborhoods 
in NJ.'NY,, iMorth Carolina, and other key battlegrounds): ... ..".. $1,100,000 

> African-American outreach to next generation leaders conferences 

; (scholarships to conference, travel by conference organizers to 

' meet with leaders):... .' '. , -.-. $50,000 

| Black bloggers project. George Soros ted the way in using small 
t$7^kj)lus benefits (total $90k)x5 years]: .„:.... .„:....!, ..„„,,.:„, $180,000 

r subtq7^:iv„.:...l.:.^ 



Expert Witness Project 

Identify and nurture a worldwide community of highly credentialed intellectuals 
and professional scholars, physicians, psychiatrists, social workers, and writers 
to credential our cohcerns and to interrupt the silencing that takes place in the 
academy around gay marriage and related family issues. Marriage as the union 
of husband and wife, has deep grounding in human nature, and is supported by 
serious social science. 
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Catholic Clergy Project . 

All clergy are key influencers on gay marriage, but Catholics are a key swing 
vote and Catholic ciergy are notoriously difficult to personally' reach. The 
Catholic Clergy Project aims to use NOM's close relationships with Catholic 
bishops to equip, energize and moralize Catholic priests on the marriage issue. 
NOM has provided this service to bishops in New York, New Jersey, Rhode 
Island, Iowa, and Kansas to date. 



jf||fDG||^ 




Behind Enemy Lines: Document the Victims— Keeping Gay Marriage 
Controversial in Massachusetts, Vermont, and Connecticut 

Document the consequences of gay marriage and develop an effective culture of 
resistance. Polling data in Massachusetts indicate that six years after courts 
imposed gay marriage, public opposition to gay marriage remains surprisingly 
strong. It is also, however, very quiet, in part because people fear retaliation and 
harassment if they speak up for traditional marriage ideas. (In a recent poll 36 
percent of people who oppose gay marriage agreed that "if you speak out against 
gay marriage in Massachusetts you really have to watch your back because some 
people may try to hurt you." 9 ) 

Fund a low-cost media campaign (primarily billboards) to support the idea that 
children need mothers and fathers and to highlight threats and promise support 
to any citizens attacked for their pro-marriage views; commission polling and 
other studies to document consequences of gay marriage; and gather a rapid- 
response team of videographers and reporters to collect and record stories of 
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•those who have been harassed, threatened or intimidated as a result of their 
support for traditional views on marriage and sexuality across the country arid 
also in Europe and abroad. 



'Hilt', " " TW ■*! -'f ■-'...- •"«;« vi- - *•* •■»*!■• ***•*•■ - :— • • 

l^r^iii SSL' iifc' 1 '* *' -'•■!&• %L'? ? - &'•■'■{•:'.•:■■'<■ 



f BUDGET: $350,000 




• %£ ^ti irl\i /vf-i«£l-vot eWKj^^fe^'^A^'^^^^'iiiw '&*' ^^V/^^^^U'AV'Ai^lf.'i^J^w^ S '. 







The Face of the Victims: Rapid Response Video Team and Archive 

Who is hurt by gay marriage? The rapid response video project would aim to 
put an emotionally compelling face on the answer to this question. 

When the government punishes some Methodists because they don't allow gay 
union ceremonies on their own property, we need to capture not only the facts, 
but the stories— the faces, the names, the emotions of the people threatened with 
litigation. 

When a young Michigan grad students gets kicked out of her school program a 
few weeks before graduation (as happened this spring) because she won't 
personally counsel a gay couple on how they can keep their relationship 
together, we need more than her story —we need her face, her voice, her outrage 
and her suffering on camera. 
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When a young Hispanic mother discovers in New. Jersey what her first grader is 
being taught about gay marriage> how does the school counselor respond to her 
concerns? We need to get her on camera,, telling the story of what gay marriage 
really means. 

NOM's rapid response team takes the "document the victims" project national, 
giving us the capacity to capture the oppression of people's rights, the disregard 
of their feelings and interests, on video, as it happens, in real time. NOM will 
contract with a firm (most likely Syndicate Pictures out of Philadelphia) to have a 
team on retainer ready to fly put at short notice when news stories like these 
(most of which never hit the national media) occur. 




' ""iCsVlRTfYTAI S2*>o flfln 



Gay Rights or Parents" Rights? An Exploratory Project 

Building on our "behind enemy lines" and "face of the victim" projects, NOM 
will inaugurate a special effort to focus on the consequences of gay marriage for 
parental rights. 
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I .Study what schools are teaching, on gay marriage in Mass, Vt. And Ct. 

I [covered above - Behind Enemy Lines project] * rt ''■ 




^ Polling on parents concerns [1 national pofl and'4 state polls]: ., $50,000^ 
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ACHIEVING NOM'S $20 MILLION 
STRATEGY FOR VICTORY 

In the little over two years since NOM was founded, it has grown to nearly 
30,000 members with an annual operating budget of over $6 million dollars. We 
have leveraged our limited resources to win major victories— most importantly 
in California— but also in Arizona and Florida. We are the largest contributor to 
the "people's veto" effort in Maine, working to overturn same-sex marriage 
through the referendum process. And on July 31st, we helped deliver more than 
100,000 signatures to the Maine Secretary of State— nearly double the signatures 
required to put the referendum on the ballot Yet in the legislative and cultural 
battles that confront us we are being heavily outsperit— and without greater 
resources we risk losing marriage on these key battlefronts. 

The disparity of resources, is overwhelming and clear. The Human Rights 
Campaign alone, our leading national opposition group, has an annual budget of 
over $40 million.. The Gill Foundation, a 501 (c)(3) organization, has an annual 
budget approaching $20 million, and the Gill Action Fund adds $10-$15 million 
more each year in (c)(4) money. , 

In addition, supporters of same-sex marriage have a multiplicity of smaller 
organizations funding their efforts on the political level, whereas NOM is the 
only pro-marriage organization creating and sustaining political action 
committees at the state level. We will be launching a federal political action 
committee in the fall of 2009. 

Yet, the nearly $40 million donated to the Proposition 8 effort last year clearly 
shows that our donors can be motivated to raise large sums of money if the 
proper plan is put in place. 
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BUDGET & FUNDRAISING 



Project 



Raised July - January - 

July 2009 December December 

2009 2010 



NOM New Jersey 501(c)(4) 



$550,000 $1,050,000 




NOM Pennsylvania & Beyond 501(c)(4) 2,000,000 



NOM 2 Million for Marriage 501(c)(4) 



100,000 400,000 1,500,000 




NOM New Hampshire 501(c)(4) 



; ^||^;^ielE^e^^ 

Federal Marriage PAC 501(c)(4) 

APP 50'l(c)(3) 

APP 501(c)(4) 
^Cultural Strategies 

TOTAL 
' TOTAL CAMPAiGN 



b325;0G0:; 
125,000 



300,000 1,700,000 



200,000 800,000 



125,000 



250,000 

5ybpb,(fbd: 



$1,000,000 $4,000,000 $15,000,000 

; "" ..■■:■ ''■''_'■ v" ■•' . ■;■:■■:';. '■ $20,000,00(1 



Amount raised or pledged to date: $2 million. 
(c)(4) National Organization for Marriage 
(c)(3) American Principles Project 
(c)(4) American Principles in Action 
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$20 MILLION FOR MARRIAGE FUNDRAISING PLAN 

We have hired Steve Under-, the Finance Director for the Proposition 8 effort, to 
help manage the fundraising for our $20 million campaign. 

Luis Tellez, Brian Brown, Maggie Gallagher, and Steve Linder will serve on the 
fundraising committee. 

NOM's growth over just the past two years can be seen below: 
NOM Donor Growth (2007*2009) 
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MAJOR DONORS 

NOM currently has 66 major donors contributing moire than $5000, including 30 
donors at the $25,000 level, 11 donors at the $100,000 level, and 3 donors at the $1 
million level. 



■HA-:.V 



::■.:. .'M-.iasaMiia 

• .*.'. jejWiase fish :ra±:£Ui 



gaiv; 
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Donors 
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66 
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For the current campaign, we have a lead gift of $1 million toward our goal of 
$20 million by the end of 2010. This donor has also committed an additional $1 
million if we have raised or have received commitments for an additional $3 
million by "the end of 2009 • , 

Our plan to motivate and move our donors to increase their past giving is 
dependent upon us clearing the $5 million hurdle. As with a traditional capital 
campaign, we have focused On our largest supporters to get us the seed money 
necessary to encourage our other majof donors tp step up to the plate. 

When we cross the. $5 million threshold we will then focus on supporters whose 
past giving indicates that they can make a $100,000 plus gift 

We have identified 36 sUch individuals or foundations. Some of these 
individuals may do significantly more or less than this goal, but conservatively, 
we believe we can raise at least $3 million by year end from these larger donors. 

We Will also focus on the 65 donors we have identified as possibly giving $50,000 
or larger gift. We believe we can raise an additional $2 million from this group 
by year end. 

Once we hit the $10 million mark we will go public with the fundraising for the 
effort at the end of March 2010. We will then focus our efforts on a major donor 
direct mail effort that announces us clearing the $10 million hurdle and asks for 
larger gifts from our $500-$5000 donors. 
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PRIVATE PHASES 

Phase 1 Goal: Five Million— Completion Date: January 1, 2010 
Phase 2 Goal: Ten Million— Completion Date: April 1, 2010 

PUBLIC PHASE 

Phase 3 Goal: To 20 Million-Completion Date: December 31, 2010 



HOW CAN WE POSSIBLY DO ALL THIS? A NOTE TO 
DONORS 

At NOM, we quickly learned that we cannot in the course of just a few years 
match the network of organizations the gay rights movement has built up over 
30 years brick for brick, employee for employee, or dollar for dollar. The top ten 
gay rights organizations have $200 million in annual revenues— plus inestimable 
advantages in media and entertainment and academia. 

To expand rapidly to meet the urgent need, NOM has adopted two 
complementary strategies: First, NOM is partnering with "sister organizations" 
with whom we have strong personal and mission relationships to extend the 
impact of what NOM can do directly. (The American Principles Project, Love 
and Fidelity Network and Ruth Institute are examples.) 

Second> NOM has adopted an outsourcing model that allows us to use high-level 
talent from around the country as needed, rather than build a large, expensive, 
difficult to manage, "tank" in-house. We have developed ongoing relationships 
with some of the best contractors in the country who are committed to NOM's 
mission to do many of the projects outlined, working under our leadership, 
mission focus, and accumulating messaging expertise. This allows us to expand 
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rapidly to meet mission objectives while "outsourcing" certain management 
headaches (like hiring junior staffers). 

For example: Our PR needs are served by Creative Response Concepts, 
considered the premier conservative PR firm in the country. Their services can 
be expanded or shrunk on short notice to cope with mission needs. 

Our television and radio ads are developed by the team of Schubert Flint Public 
Affairs, campaign managers for Prop 8. They also handle ad placement, and 
offer strategic and political insight and serve as our national campaign managers. 
We can use this team for direct political advocacy, for 501(c)(4) lobbying ads, and 
for 501(c)(3) public education media messaging, 

Frank Cannon and Jeff Bell of Capital City Partners in Washington, D.C. help us. 
coordinate our national strategy. 

Gabe Joseph's firm, ccAdvertising, handles robocalling and also the live caller 
solicitation. He expands and manages staff to deliver for us on relatively short 
notice in different states, depending on the volume of calls we need placed. 

AtNOM, we have worked hard to find innovative ways to expand capacity 
while capitalizing on our core strategic asset a brilliant, creative, in-house team 
of extremely mission-focused experts who can spot opportunity, develop 
innovative strategies to advance the mission, and create a "feedback" . 
information loop that allows us to learn from failure as well as expand on our 
successes. 
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2009 Election and Lame Duck Session 

Draft 2 -August 1,2009 




Phone/Fax/Misc 

Shipping/Printing/C'opfes 

Travel 



Budget 



Phase One 



500 
500 
3,000 



500 
500 
3,000 



Phase Two 



500 
500 
3,000 



1,500 
1,500 
9,000 



Subtotal, Office 



$4,000 



$4,000 



$4,000 



$12,000 



Voter Research 



Baseline Survey 



25,000 



25,000 




Robo Calls 

Vpter File Match/Enhancement 

Website 



Subtotal, Grassroots' 



Earned Media 



100,000 
25.000 
20,000 






Conferences/Ed Boards 



To 



To 



Subtotal, Earned Media' 



$0 



$0 







Consultant 



Subtotal, Fundralslng 




Legislative races 
Governor's race 



50,000 
150,000 



50,000 
150,000 



Subtotal, PAC Contributions 



$200,000 



$200,000 




Direct Mail 



150,000 



50,000 



50,000 



250,000 



Subtotal, Mail 



$0 



$50,000 



$50,000 



$100,000 



Campaign Media 









Television 

Cable 

Radio 

Phone Banking 

Online Advertising/Recruitment 

Production • 



35,000 





325,000 

100,000 

40,000 

35,000 

25,000 





325,000 

100,000 

' 40,000 

35,000 

25,000 




650,000 
200,000 

80,000 
105,000 

50,000 



Subtotal, Campaign Media 



Subtotal, Paid Media 



$o 



$200,000 



$525,000 



$575,000 



$525,000 



$575,000 



$1,085,000 



$1,385,000 



Total Budget 






Confidential 



Maine Marriage- Referendum Campaign Budget 
November, 2009 Election 
Draff 6 -August 1,2009 
Recommended Media Levels 
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BASE BUDGET 



Signature Gathering 



Phone/Fax 
Shipping/Prinling/Goples 
Travel - Consultants 
Travel -Instate 
Campaign Office 
Campaign Chair (Marc Mutfy) 
Deputy Director (Mary Conroy) 
Evangelical Pastor Reimb. (Emrich) 
Admin Staff (Chris) 



Way 



$50,000 



250 

250 

3,000 



Subtotal, Office 



June 



$135,000 



2,000 
1,500 
3,000 
2,500 
3.500 
2,500 
5,455 
2,500 
1,200 



July 



$10t 



1.500 
3,000 
2,600 
1,750 
2,500 
5,455 
2,500 
1200 



August 



1.500 
3.000 
2,500 
1.750 
2,500 
5,455 
2,500 
1.200 



September 



1.500 
3,000 
2,500 
1.750 
2,500 
5,455 
2,500 
1-.200 



October 



1,500 
3,000 
2,500 
1,750 
2,'5O0 
5,455 
2,500 
1.200 



November 



1,000 
1,500 
1,500 
1,000 
2,500 
2,725 
2,500 
GOO 



Total 



11.250 
8.750 
18.500 
14,000 
1-1,500 
15,000 

3o;ooo 

15,000 
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26 Sterling Corporation 



Subtotal, Fundraislni 



10.000] 10,0001 10.00QI 10,000| 10,0001 10.0001 60 000 
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Total Budget 
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